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In recent years, the network has been an important source of product’s 
information for consumers. Although online shopping is showing a booming trend, 
but the amount of empirical research about consumers’ product evaluation in C2C 
online shopping environment still limited, and more in-depth analysis about this area’s 
consumer are not enough. In order to help online retailers come to understanding the 
progress of consumers’ product evaluation, this paper will construct the model of C2C 
online shopping consumers’ product evaluation from three main clues include price, 
brand visibility and web store favorable rate. The research objects are those person 
who have experiences of online shopping. The online survey was released to Chinese 
network shopping consumers through QQ, Weibo and so on. Finally, the total of 310 
valid data were received. Through data analysis, researcher make the following 
conclusions: 
Price and web store favorable rate both are important factors that affect the C2C 
online shopping consumers’ product evaluation, and the two clues will affect the 
quality, value and risk perception. Talk about the clues that affect perceived quality, 
web store favorable rate bring stronger effect than price, this is different from other 
research results that focused on the traditional shopping environment; Price brings 
stronger effect on perceived value than web store favorable rate and brand ’ s effect; 
As the factors of which influence the perceived risk, price make stronger effect than 
web store favorable rate. Even though a web store has high favorable rate, but 
excessively high price will make consumers feel higher level of risk, and lower level 
of value. At the same time, data analysis results reflect a fact that brand visibility will 
make the least direct influence on product evaluation, but it will make indirect 
influence through price perception and web store favorable rate perception. 
Consumers’ online shopping experience, knowledge of product will have positive 
influence on quality and value’s perception through their favorability toward online 















influence on the value perception. 
Based on the analysis above, researcher take some suggestions for C2C retail 
seller such as making reasonable price, building web store brand and paying attention 
to the power of word-of-mouth. 
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点（Alba et al，1987；Bailey & Bakos，1997；Brynjolfsson & Smith，1999）。
互联网的高速发展，让现在的购物有了“Shop around ”的局面（Pamela，2008）。 
近几年电子商务在国内得到了迅猛的发展，中国网购用户数量快速增长，各种各
样的网络商店也在这样的环境中快速成长。2012 中国电子商务大会在北京召开，
会议发布了 2010-2011 年度《中国电子商务发展报告》，报告显示：2011 年中国
电子商务论易总额 5.88 万亿，同比增长 29.2%，相当于当年国内生产总值的
12.5%。2001 年初，我国整个网络的销售额为 6 亿，截至 2011 年底已实现网络
零售总额 7825.6 亿，在社会消费零售总额所占的比重达到 4.32%；2008 年到 2011





尤其是在 C2C 网络购物中。Bhatnagar et al（2000）与 Jarvenpa et al（1997）的
研究认为，制约网购行为的最主要的影响因素是感知风险、购物成本以及信任，








































Dodds & Monroe（1985），Zeithmal（1988），Schiffman & Kanuk（1994），








































































































































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
